The rapid growth of China"s outbound tourism market has attracted a great deal of attention in recent years. However, literature is still sparse in this concern. Despite the long historic relation between Egypt and China, and the great variety of Egyptian tourism products, Egypt gets a small market share from the Chinese outbound tourism market. This paper presents an analysis for the pull and push travel motivations, which affect the Chinese University Students decision to travel for tourism. This analysis in particular will highlight the push and pull motivations of the potential travellers of Chinese universities students and give a helping hand to the Egyptian decision makers to assess and rebuild an Egyptian Tourism Marketing Strategy towards Chinese university student market segment.
To cover all of these different types of market niches, we need to develop a more widely applicable definition of youth travel. The definition proposed by WYSE Travel Confederation is "Youth travel includes all independent trips for periods of less than one year by people aged 16-29 which are motivated, in part or in full, by a desire to experience other cultures, build life experience and/or benefit from formal and informal learning opportunities outside one"s usual environment" ( WTO, 2008 ) .
The above mentioned definition of WYSE conforms to the UNWTO definition of tourism, which is "the activities of persons travelling to and staying in places outside their usual environment for not more than one consecutive year for leisure, business and other purposes". The UNTWO defined the term of "usual environment of a person" as his home and place of work or study, or other places frequently visited. In the WYSE Travel Confederation definition, the term "independent trip" refers to travelling independently without a parent or guardian ( WTO, 2008 ) .
The Value of Youth Travel Market:
Youth travel is a growing segment of the global travel industry, young people around the world are travelling more, spending more and exploring new destinations. Young people represent 20% of the total global travel market and the average cost of a trip by a young person amounted to US$ 910. The number of international trips by young people might increase from 200 million trips a year at present to 300 million by 2020. Fewer than a half (45%) of young people now travel on holidays, while 38% travel for educational purposes. There is also a significant number (15%) travelling for work experience purposes while about 5% travel for volunteer projects ( UNWTO and WYSE Travel Confederation, 2013 ) .
Youth tourism has other important impacts besides its importance in terms of tourism volume and expenditure; youth tourism is a means of increasing knowledge of one"s own and other cultures. The travel style of young people can also bring important benefits to the destination because young people tend to stay in local accommodation and spend money. This increases their direct impact on the economy compared with most other travelers, Also young travelers are considered as the pioneers of new tourism destinations, as they are opening them up for more traditional forms of tourism ( UNWTO and WYSE Travel Confederation, 2005 ) .
Since young travelers are among the first explorers of new places, they can play an important role in the development of a destination"s tourism industry. Today"s young travelers will become future travelers with a significant amount of discretionary income to be spent on travel. Furthermore,, satisfied youth travelers can become a future target market as they represent potential returning visitors ( Reisinger & Mavondo, 2002 ) . So investment in youth tourism markets is an investment in the future. Young people who have positive travel experiences are likely to later return to destinations they have been there, thereby bringing an important element of repeat visitation and increased tourism expenditure.
Chinese Youth Travelers:
Younger Chinese people in particular are sophisticated, and the growing appetite for interesting Western brands, famous historic locations and art galleries testify to that. They seek respect and global integration, they want to be part of it all and they work hard -many at international firms as well as in entrepreneurial domestic companies. For them, travel is an important part of self expression, and how they spend their valuable time is part of demonstrating who they are. So, as it turns out, Chinese youth are not so very different from young people allover the world ( UNWTO & WYSE Travel Confederation, 2012 ) . Table ( 1 ) presents the characteristics of Chinese young adults. The China's outbound tourism is growing exponentially within the last few years, and the Chinese travelers are fast becoming one of the tourism industry"s major opportunities, as 135 million Chinese travelers spent US$ 229 billion in 2015. So all international tourism destinations are keen to understand how to meet the needs of this new market to get more share in the short and long term ( COTRI, 2015 ) . The breakdown of foreign travel from China by age group reported by different sources varies significantly, depending on the survey sample and the different criteria of measurement. Official statistics show that Chinese outbound travelers born post 1980s make up 56.21% of all trips, while travelers born post 1990s account for 11.27% and travelers born post 1970s account for 26.24% ( WTCF, 2014 ). Figure ( Source: WTCF, 2014.
Share of Egypt from China's outbound market:
According to the published figures of Egyptian Ministry of Tourism, the share of Egypt from the China's Outbound Market doesn't commensurate with the long relation between Egypt and China, the great diversity of Egyptian tourism products, and the Large size of the outbound tourism market of China. In 2015, the number of Chinese tourists visiting Egypt has risen considerably from 60,000 in 2014 to 135,000 (COTRI, 2016b ) .
Travel Motivation Forces:
The tourist motivation is defined as a global integrating network of various biological and cultural forces, which gives value and direction to the travel choices, behavior and experience ( Pearce et al, 1998 ) . Motivation has various aspects as psychological, biological and social. Motivation is associated with internal and external forces, which show how tourists are pushed by motivation variables and how they are pulled by destination attributes to take the travel decision at the end ( Uysal & Hagan, 1993 ) . The push factors are used to explain the desire of a person to go for tourism, while the pull factors are used to explain the selection of destination ( Goossens, 2000 ) .
The push and pull factors theory states that people are firstly pushed by the internal factors or emotional factors such as the need to escape, to relax, for adventure, for knowledge and so on. After having been pushed by internal factors, they are pulled by external factors such as the natural, outdoor activities, historical attractions and so on ( Baloglu and Uysal, 1996 ) . Yoon and Uysal (2005) stated that each tourist destination offers various tourism products and services to attract tourists to visit it. It is very important for the destination stakeholders to know the reasons which drive tourists to choose or not to choose their destination. So the analysis of tourist motivation is considered as attempts to extend the theoretical and empirical evidence on the causal relationship among the push and pull motivations.
The marketing planners are interested in understanding why people choose a particular destination, in order to improve the income from tourism industry and to determine marketing segments ( Hanafiah et al, 2008 ) . Analysis of motivation factors could reveal the mechanism by which people set goals for the choice of their destination, and how these goals are reflected in their final destination choice and their travel behavior. Also this analysis could provide the tourism planners, tour operators, and other stakeholders and decision makers with a better understanding of the needs, goals and expectations of the tourists. Such an understanding is very important to enhance the creation of travel products to meet the needs and expectations of tourists ( Mansfeld, 1992 ) .
Methodology:
A close-ended questionnaire was designed to assist to identify the push and pull motivations of the Chinese university students regarding travel to Egypt. The Questionnaire consists of three parts; the first part surveys personal and demographic factors; the second concerns the push motivations for Chinese university students to travel abroad, and the third one concerns the pull motivations for Chinese university students to travel to Egypt. For the push and pull motivations, a five-point Likert scale was used, ranging from strongly disagree (1) to strongly agree (5).
In order to ensure the reliability and validity of the questionnaire, a pilot test targeting some university students, was undertaken to examine whether the planned measures of variables were meaningful to respondents.
The collected data were analyzed with the aid of SPSS version 17 and Excel Spread Sheet in Office 2007.
Analysis and Results:
The questionnaires were distributed to a random sample of 485 Chinese university students of 9 universities in 7 different cities in China during Sept, 2014 to Nov, 2015 (Table 2) . Only 17 questionnaires were excluded. Understanding how customers acquire information is important for marketing management decisions. This is especially true for services, travel and tourism products. The questionnaire includes a question about the source of information about Egypt and the respondents were allowed to choose more than one answer. Table ( 4 ) presents the frequency of the responses of Chinese university students about the source of their information about Egypt as a tourism destination. To have clearer image and deeper analysis, the push and pull motivations were examined with respect to gender, age groups, and educational status. Group "A": 17-less than 20 Years; Group "B": 21-less than 24 Years; Group "C": 25-less than 28 Years; Group "D": More than 28 Years.
Analysis of Push Motivations with respect to the age groups indicates (Table 8 ) that the most important push motivations for 17 to less than 20 years old students to travel abroad, were searching for new business opportunities (4.422), "know about other cultures" and "meet with new people" (4.345). For those of 21 to less than 24 years old push motivations to travel abroad were know about other cultures (4.425), meet with new people (4.146).
Again, push motivations for those 25 to less than 28 years old to travel abroad were to know about other cultures (4.255), enjoy shopping (4.144). For students of more than 28 years old, push motivations to travel abroad were know about other cultures (4.624), escape from daily routine life and relaxation (4.346). Group "A": Bachelor Students; Group "B": Master Degree Students; Group "C": PhD. Degree Candidates.
Analysis of Push Motivations in relation to the educational status (Table 9 ) reveals that the most important push motivations for Chinese bachelor's students to travel abroad were "searching for new business opportunities" with a mean score of 4.322, then "know about other cultures" and "meet with new people" (4.255). For master degree students, push motivations to travel abroad were "know about other cultures" and "meet with new people" (4.642), then "escape from daily routine life" (4.121). For Chinese PhD candidates, the push motivations were "know about other cultures" (4.342), then "escape from daily routine life" (4.244). Group "A": 17-less than 20 Years; Group "B": 21-less than 24 Years; Group "C": 25-less than 28 Years; Group "D": More than 28 Years.
The results of pull motivations with respect to the age groups (Table 11) shows that the most important pull motivations for Chinese university students of 17 to less than 20 years old to travel to Egypt, were the Egyptian Pyramids and River Nile (4.255), then historical sites (4.155). For the aged group of 21 to less than 24 years old the pull motivations were the Egyptian Pyramids and River Nile (4.255), then historical sites (4.155).
Meanwhile, pull motivations for the aged group of 25 to less than 28 years to travel to Egypt were the Egyptian Pyramids and River Nile (4.255), then weather (4.212). For the aged group of more than 28 years, pull motivations to travel to Egypt were the Egyptian Pyramids, River Nile and business opportunities (4.255), then historical sites with a mean score of 4.155. 
Conclusion:
-TV, Books, Magazines and Chinese web Sites are the most influential source of information for Chinese university students.
-The most important push motivations which affect the choice of travelling abroad for the Chinese university students, were to know about other cultures, meet with new people, and escape from daily routine life.
-The most important push motivations which affect the choice of travelling abroad for Chinese university students with respect to gender, were searching for new business opportunities, know about other cultures, and meet new people for male students, and were to know about other cultures, escape from daily routine life, and meet new people for female students.
-The most important push motivations which affect the choice of travelling abroad for Chinese university students with respect to educational status, were searching for new business opportunities, know about other cultures and meet with new people for Chinese bachelor's students, and were to know about other cultures, meet with new people and escape from daily routine life for Chinese master degree students, and were to know about other cultures, and escape from daily routine life for Chinese PhD candidates.
-The most important pull motivations which affect the choice of the travelling to Egypt for the Chinese university students were "The Egyptian Pyramids", "River Nile", and "Business Opportunities".
-The most important pull motivations which affect the choice of travelling to Egypt for Chinese university students with respect to gender were "the Egyptian Pyramids", "River Nile" and "business opportunities" for males, and "Egyptian Pyramids", "River Nile" and "historical sites" for females.
-The most important pull motivations which affect the choice of travelling to Egypt for Chinese university students with respect to educational status, were the Egyptian Pyramids, River Nile, business opportunities, and historical sites for Chinese bachelor's students, and were the Egyptian Pyramids, River Nile and historical sites for Chinese master degree students, and historical sites, the Egyptian Pyramids, River Nile, business opportunities and weather for Chinese PhD candidates.
Recommendations:
-The Egyptian Tourism Ministry should exert more efforts to know more about the potential travelers of Chinese university students through marketing research.
-The Egyptian Tourism Authority and The Egyptian Tourism Office in Beijing should build a special marketing strategy to attract this segment of potential Chinese universities students" travelers, to maximize Egypt's share from Chinese outbound market.
-The Egyptian decision makers and marketers should focus on TV, Books, Magazines and Chinese web Sites, as being the most influential sources of information for Chinese university students.
-The Egyptian tourism planners and marketers, should focus on the most important push and pull motivations which affect the choice of travel to Egypt.
